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Andriessens, Jacques E. An Experiment in Media Research. No, 4, pp. 19-24 


An + pew investigating the feasibility of comparing a free local advertising weekly with regular newspapers reveals a 
need for qualitative data in media comparisons. 


Argunov, M. What Advertising Does. No. 4. pp. 2-3 
In a Russian textile store sales were increased 30 times by a coordinated advertising campaign costing only 0.1-0.15 per cent 
of the sales volume. 


Assael, Henry. See Eastlack and Assael. 
Bell, William E. See Lazer and Bell. 


Belson, William A. On Methods: 
The Effects of Reversing the Presentation Order of Verbal Rating Scales. No. 4, pp. 30-37 


There was a significant tendency for the negative end of the rating scale to get increased endorsement when reversal led to 
its being presented first. 


Berent, Paul H. The Depth Interview. No. 2, pp. 32-39 


To find out what motivations, attitudes, feelings and prejudices exist, use an “unstructured” interview rather than a ques- 
tionnaire. 


Bird, Michael and A. S. C. Ehrenberg. Non-Awareness and Non-Usage. _ No. 4, pp. 4-8 


Brands with above-normal advertising expenditure over five years tended to have higher awareness than usage shares, and 
vice versa for below-normal levels. 


Blankenship, A. B. Let’s Bury Paired Comparisons. No. 1, pp. 13-17 


Is it time to kill off the time-honored paired comparison method in research? The author claims it is. 


Carman, James M. Brand Switching and Linear Learning Models. No. 2, pp. 23-31 


Dr. Carman examines the linear learning model of brand switching behavior in the light of a consumer panel’s purchasing 
habits for Crest toothpaste. 


Crain, George H. See Simon and Crain. 


Eastlack, J. O., Jr. and Henry Assael. 
' Better Telephone Surveys through Centralized Interviewing. No. 1, pp. 2-7 
Working from a single location through Wide Area Telephone Service permits better control of the weakest link in the sur- ° 
vey chain—the interviewer. 


Ehrenberg, A.S.C. See Bird and Ehrenberg. 
Ferber, Robert. Interpretation of Interest in Pharmaceutical Advertisements. No. 3, pp. 8-13 


Physicians’ self-described interest in a pharmaceutical ad depends less on the type of product advertised than on whether it 
includes a picture, gives information, and is believable. : 
Green, Paul E. and Donald S. Tull. 
Covariance Analysis in Marketing Experimentation. No. 2, pp. 45-53 


To allow for variables not subject to direct control and to increase experimental precision make statistical adjustments for 
those factors presumed to affect the response variable being analyzed. 


Greene, Jerome D. and J. Stevens Stock. 
Brand Attitudes as Measures of Advertising Effects. No. 2, pp. 14-22 
Using two matched sample panels the authors show how to measure advertising effects by comparing brand attitudes of the 
“exposed” and “unexposed” panels. 
Gruber, Alin. Position Effects and the Starch Viewer Impression Studies. No. 3, pp. 14-17 
Since recall of a commercial is influenced by its position during the show, on-the-air methods for evaluating them should be- 
gin by learning the opportunity for each to be exposed to respondents. 


Guest, Lester. Status Enhancement as a Function of Color in Advertising. No. 2, pp. 40-44 
Color advertisements fail to justify their extra cost by increasing the prestige of the advertiser. 
Haines, George H., Jr., Harold H. Kassarjian, and Alvin J. Silk. 
A Model for Allocating Joint Advertising Costs. No. 1, pp. 35-41 


The authors present an objective method of determining how much money each firm in an industry, trade association, or 
franchise relationship should contribute to group-wide promotional efforts. 
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Haller, Terry P. Let’s Not Bury Paired Comparisons. No. 3, pp. 29-30 


bate nga comparison test, Haller argues, answers more questions, more cheaply, and more clearly than any alternative 
met 


Jenssen, Ward J. Sales Effects of TV, Radio, and Print Advertising. No. 2, pp. 2-7 
To assess the effectiveness of advertising, measure the increase in the number of consumers who actually buy products after 
exposure to it. 


Kassarjian, Harold H. See Haines, Kassarjian and Silk. 
King, William R. Early Prediction of New Product Success. No. 2, pp. 8-13 


Dr. King shows how to use the discriminant function to predict success or failure of a new product using early performance 
data from test markets. ; 


Lazer, William and William E. Bell. 
The Communications Process and Innovation. No. 3, pp. 2-7 


Lazer and Bell review the literature on innovators and add empirical findings on how innovators influence others and are 
themselves influenced. 


Marberg, Stig. A Visual Aid to Estimating Net Audiences. No. 3, pp. 21-28 


In the early planning stages of media selection a simple way to estimate net coverage of any magazine combination and pop- 
ulation is to use transparent coverage maps consisting of chance diagrams. 


Marc, Marcel. Using Reading Quality in Magazine Selection. No. 4, pp. 9-13 
Qualitative data can be used to increase the efficiency of magazine selection if the way people read is transformed into a 
“probability of exposure to the ad.” 


Mevik, Oddvar Bie and Niels Vinding. 
Two Dimensions of Media Selection: Coverage and Frequency. No. 1, pp. 29-34 


Mevik and Vinding suggest the advertiser achieve concentration through dilution: place fewer ads in more magazines and 
let duplication take care of exposure frequency. 


Namias, Jean. Measuring Variation in Interviewer Performance. No. 1, pp. 8-12 
Dr. Namias shows how to detect interviewers significantly worse (or better) than the average in obtaining responses. 


Neu, D. Morgan. Further Comments on the Effects of Commercial Position. No. 3, pp. 18-20 


On-the-air tests should be used to evaluate TV commercials themselves and also the net effect of both the commercial and 
the show position in which it is presented. Extent of program viewing does not affect the evaluation of creative execution. 


Oshinsky, Naomi S. See Wolfson and Oshinsky. 
Portis, Bernard. Psychological Concepts for Consumer Research. No. 3, pp. 31-36 


The usefulness of much consumer research is impaired by lack of an adequate conceptual scheme to integrate its findings. 
Dr. Portis uses concepts from the behavioral sciences to help discover why people behave as they do. 


Reynolds, William H. 
Statistical Regression in Before-and-After Paired Comparison Studies. No. 1, pp. 18-20 


If allowance is not made for its effect statistical regression can distort the results obtained in before-and-after studies and 
cause minority opinions to gain appreciably. 


Schyberger, Bo W:son. A Case against Direct Questions on Reading Habits. No. 4, pp. 25-29 


Respondents’ claimed reading frequency did not agree with actual issue reading. Readers of highly subscribed magazines 
were especially likely to overclaim. 


Sherrill, Peter N. The Probability of Advertising Exposure. No. 1, pp. 24-28 
Once you decide on your target audience you have a better chance of reaching him by finding out what he reads rather than 
where a medium circulates. ; 


Silk, Alvin J. See Haines, Kassarjian, and Silk. 


Simon, Julian L. and George H. Crain. 
The Advertising Ratio and Economies of Scale. ' No. 3, pp. 37-43 


A systematic sample of IRS “Sourcebook of Income” data was used to search out possible economies of scale. Conclusion: 
general investigation of the economics of advertising cannot be based on these data. 


Stock, J. Stevens. See Greene and Stock. 

Tull, Donald $. See Green and Tull. 

Vinding, Niels. See Mevik and Vinding. 

Webster, Lucy L. Comparability in Multi-Country Surveys. No. 4, pp. 14-18 


In international surveys comparability from country to country does not necessarily result from saineness of method, Validity 
can sometimes be checked by intentional use of different methods. 


Wolfson, Joel and Naomi S. Oshinsky. Food Names and Acceptability. No. 1, pp. 21-23 | 
Calling a liquid “Space Food” improved its acceptance rating by as much as two points on a nine-point scale. 
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